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Efektifitas Iklan “Top Coffe“ Dengan Pendekatan Epic Model 
 Penelitian ini bertujuan untuk menganalisa efektifitas iklan kopi TOP 
COFFE di Kota Malang jika diukur dengan pendekatan Metode EPIC Model. 
Penelitian ini dilakukan di Kota Malang, dengan pertimbangan karena Kota 
Malang merupakan salah satu kota besar di Indonesia dan memiliki penduduk 
yang multicultural, sehingga dirasa sudah cukup layak dan representatif untuk 
dijadikan tempat penelitian. Penelitian ini menganalisa efektifitas iklan melalui 
pendekatan alat analisa EPIC Model yang mengukur efektifitas iklan dalam 4 
(empat) dimensi penilaian yang meliputi; Emphaty (empati), Persuasion 
(persuasi), Impact (dampak), dan Communication (komunikasi). Teknik 
pengambilan sampel yang digunakan adalah  purposive sampling dengan jumlah 
sampel sebanyak 100 responden.  
 Berdasarkan hasil penelitian dan pembahasan dengan menggunakan 
pendekatan EPIC model, Dimensi Empathy mendapat skor rata - rata sebesar 309 
dan masuk pada rentang sangat efektif., DimensiPersuasion mendapat skor rata - 
rata sebesar 299,3 dan masuk pada rentang sangat efektif, Dimensi Impact 
mendapat skor rata - rata sebesar 299,67 dan masuk pada rentang sangat efektif, 
dan Dimensi Communication mendapat skor rata - rata sebesar 307,67 dan masuk 
pada rentang sangat efektif.  
Kata Kunci: Empati, Persuasi, Dampak, Komunikasi. 
 
 ABSTRACT 
The Effectiveness Of The Ads "Top Coffe" With The Approach Of The Epic 
Model 
 This research aims to analyze the effectiveness of advertising TOP 
COFFE coffee in the town of Malang when measured by the method of approach 
to the EPIC Model. This research was conducted in the city of Malang, Malang 
due consideration is one of the major cities in Indonesia and has a multicultural 
population, so it is reasonably feasible and representative enough to be used as a 
place of research.This research analyzes the effectiveness of the ads through the 
EPIC Model analysis tools approach that measures the effectiveness of 
advertising in four (4) dimensions of assessment which include; Emphaty, 
Persuasion, Impact, and Communication. Sampling technique used was purposive 
sampling with a total sample of 100 respondents. 
 Based on the results of research and discussion by using EPIC model, 
approach the dimensions of Empathy scored an average of 309 and go on a range 
of highly effective Persuasion got Dimensions, the average score of 299,3 and get 
in on the highly effective range, the dimensions of Impact "scored an average of 
299,67 and get in on the highly effective range, and dimensions of Communication 
got an average score of 307,67 and entered on a range of highly effective.   
Keywords: Empathy, Persuasion, Impact, Communication. 
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